Despite an array of theories, a systematic framework investigating the role of market orientation in non-profit organizations remains limited. Through the integration of theories from religious and marketing literature, this study put forth a model which incorporates market orientation as a focal construct in church participation.
INTRODUCTION
The theory of consumer participation plays significant role in non-profit marketing due to the fact that most non-profit organizations rely on the contribution and participation of the community for their existence, as it lacks formal financial support from government and private institutions (Govekar and Govekar 2002; Wymer, Knowles and Gomes 2006) . Previous studies have focused on the issue of altruism and volunteerism as the antecedents of participation in community-based organizations (Anderson and Moore 1978; Cnaan, Handy and Wadsworth 1996; Hibbert, Piacentini and Al Dajani 2003; Knowles 1972; Winniford, Carpenter and Grider 1997) , as well as personal/egoistic motives as the antecedents of political participation (Drew and John 1999; Rowe and Frewer 2000; Sleath and Rucker 2001) . Despite the importance of participation theory in marketing, the literature provides little discussion on the role of market orientation in encouraging participation, particularly in non-profit context.
Research on participation in religious organizations has been done with focus on the commitment of existing church members and their level of involvement within the church organizations (Attaway, Boles and Singley 1995; Hoge and Carroll 1978; Wilkes, Burnett and Howell 1986) . Further, most studies in the past observed church participation as initiated by religious antecedents such as beliefs, motives, and valued outcomes, whereas there have not been any empirical studies done to examine the effect of market orientation in church participation. The present study aims to contribute to the existing research gaps.
THEORETICAL PERSPECTIVES

Religious Participation
The participation in religious organizations is distinct from other type of participation as it may involve different motives and levels of participation. First, the most basic form of religious participation is church attendance. By simply attending a church service, a person can be regarded as a church participant as he or she is involved in the worship. The next level of participation is ministry involvement, where people spend their time and energy to contribute to the running of the church service (Hoge and Carroll 1978) . Members' involvement plays a central role in the running of church services. For instance, in a typical Catholic service, there is an organist, a worship leader, a prayer leader, a preacher, and some people who are involved in Eucharist sacrament to serve the congregation during the sacrament session (Bates 2006) .
Antecedents of Religious Participation
Psychological perspectives on religious belief have usually viewed motives as antecedents of religious behavior. Classic theorists argue that unconscious motives (such as the desire to reduce fear) prompt a person to engage in religious behavior (Freud 1933; Fromm 1950) . In contrast, other perspectives (Fishbein 1967; Triandis 1979) suggested that beliefs were the ultimate determinants of behavior. Within this view, religious participation is considered as the manifestation of people's belief rather than unconscious motives. To add to the complexity, recent studies suggested that valued outcomes (what people expect to get from particular behavior) also contribute as the antecedent of religious participation. It is argued that since all religions provide valued outcomes, religious adherents engage in religious behavior in order to attain the outcomes associated with it (Dowson 2005) . Whereas the religious participation theory is complex in nature, the present study proposes to incorporate motives, beliefs, and valued outcomes as the antecedents of church participation.
Study by Attaway et al (1995) argued that intrinsically oriented individuals participate in church activities due to their spiritual motives whereas extrinsically oriented individuals do so due to their social motives. Spiritual motives concern with one's inner longing for God and higher power whereas Social motives concern with one's longing for love and sense of belonging (Hodge 2003) . The present study incorporates both spiritual and social motives as antecedents of church participation.
The Doctrinal Belief theory states that the strength of church participation and commitment depends on the individual's religious beliefs and especially his or her beliefs about the church (Hoge and Polk 1980) . It is anticipated that the level of orthodoxy that a person holds will determine his or her level of participation. For instance, if the person believes that the church is necessary for salvation, the participation will be higher (Hoge and Carroll 1978) . This theory is well supported by various research on dimensions of religiosity (Glock and Stark 1968; King and Hunt 1975) .
It is argued that every religion provide for valued outcomes before and after death. Outcomes that follow after death centre upon the eternal destiny of the believers (Heaven, Nirvana, Paradise) whereas outcomes before death centre upon the provision of life meaning and purpose (Morton 1999) . This argument is supported by Emmons, Cheung and Tehrani (1998) who suggest that spirituality plays an important role in well being, as spiritual goals are positively related to well-being.
Church Marketing
In the realm of academic publications, discussion on the potential application of marketing principles was first brought up by James Culliton (1959) who suggested that the growth of religion was poor due to the churches' inability to adopt marketing concept effectively. Kotler and Levy's (1969) argument on the broadened application of marketing concept had also encouraged researchers to implement marketing concepts in non traditional contexts including hospitals, museums, and churches. From the 1970's onwards scholars began providing both theoretical and empirical support for the application of marketing principles in non-profit organizations in general (Andreasen 1982; Hansmann 1980; Ryan 1999; Shapiro 1973) , and churches in particular (Hussey 1974; John and Rave 1979; McDaniel 1986; Wilkes, et al. 1986 ). Over the past decades, the use of churches as a research context becomes increasingly conventional both in the non-profit (Abreu 2006; Santos and Mathews 2001; Sargeant 2005) and services marketing literature (Rodrigue 2002; Sherman and Devlin 2000; Webb, Joseph, Schimmel and Moberg 1998) .
Despite the increasing interests on the application of marketing techniques in church settings over the past two decades, there is a substantial gap in the literature particularly on the topic of market orientation. Webb and Joseph (1998, p.13) state the need for a future research with more consumer behavior aspects in church context: " to advance our understanding of motivations, incentives, and deterrents that influence people to choose, to attend, to get involved, to lose interest, to stop attending, or to switch to another congregation". The present study aims to examine the extent to which market orientation affect people's motives and willingness to participate in church services.
Market Orientation
Although the implementation of marketing concept have been extensively researched in the literature since the early 1970's (Barksdale and Darden 1971; Lusch, Udell and Laczniak 1976; McNamara 1972) , an in-depth excavation of the term 'market orientation' had only surfaced in the literature in the early 1990's when scholars such as Narver and Slater (1990) and Kohli and Jaworski (1990) argue for a clear definition, measurement, and empirically-based theory of market orientation. Through a systematic review of literature and a number of interviews, (1990, p.6) defined market orientation as follows:
The organizationwide generation of market intelligence pertaining to current and future customer needs dissemination of the intelligence across departments, and organizationwide responsiveness to it.
The claim that market orientation "is relevant in every market environment" (Narver and Slater 1990, p.33) has apparently attracted the interest of non-profit researchers, evident in the number of studies conducted to examine the application of market orientation in different non-profit contexts, including churches (Balabanis, Stables and Phillips 1997; Kara, Spillan and DeShields 2004; Vazquez, Alvarez and Santos 2002; Wrenn, Shawchuck, Kotler and Rath 1995) . Wrenn et al. (1995) argue that for a church to be successful in implementing market orientation, the church leaders must first understand the indepth meaning of market orientation as applied in the church context. The scholars suggest that a market-oriented church embraces a guiding principle that the ministry exists to serve the needs and interests of the community. Since community and environment consistently change, the religious organization must adjust and tailor its offerings while remaining devoted to its teachings (Wrenn, et al. 1995) . Further, a market-oriented church is more interested in building a long-term relationship with the community to deliver long-term satisfaction rather than getting more people to attend church programmes (Stevens, Loudon, Wrenn and Cole 2005) .
It is argued that organizations which involve customers as co-producers will get advantages through the opportunities for acquiring more knowledge which in turns enable them to adapt and provide higher quality to the customers (Wikström 1996) . While studies in the subject of market orientation usually involve business managers as the participants, the present study will measure the level of market orientation in churches through 'consumer' perspective. Since church members are involved as the co-producer of the service, it is expected that the church members share mutual knowledge and perception in regards of how well the organization performs in the different dimensions of market orientation.
CONCEPTUAL FRAMEWORK
The conceptual framework of the present study integrates traditional elements of church participation including beliefs, motives, and valued outcomes with market orientation as the mediating variable between the participation antecedents and the actual level of church participation. Whereas previous discussion has established the importance of church leaders to adopt market orientation (Stevens and Loudon 1992; Wrenn, et al. 1995) , there have not been any empirical studies to examine the relationship between market orientation and church participation.. The present study argues for the central role of market orientation in church participation framework. The rationale of this proposition lies in the fact that the antecedents of church participation (beliefs, valued outcomes, and motives) would only be transformed into church participation when the church delivers superior value to the target segment. Since the three dimensions of market orientation are argued as the key in delivering superior value (Jaworski and Kohli 1993; Slater and Narver 1994) , and even specifically within the church context (Wrenn, et al. 1995) , the following propositions are therefore suggested:
P1
Market Orientation mediates beliefs -church participation relationship P2 Market Orientation mediates motives -church participation relationship
P3 Market Orientation mediates valued outcomes -church participation relationship
METHODOLOGY
Survey and Instruments
Whereas most of the previous studies in church marketing used existing church members as the study sample, the present study includes non church goers, particularly people who used to go to church few years back/during childhood, to examine their perception of the church' performance in the three dimensions of market orientation. The study integrates existing and newly created scales to measure the relevant constructs in the conceptual framework.
PROPOSED CONTRIBUTION
Academic contribution to Non-profit marketing
The investigation of the role of market orientation from consumer perspective is a significant contribution of the present study. Whereas non-profit managers have often regarded marketing as a mere promotional tool to raise donation (Lovelock and Weinberg 1989) , this study argues for the central role of market orientation in delivering superior customer (or in this particular project -church members) value. Further, market orientation is seen as a variable that accounts for the relationship between the antecedent of participation and the actual level of participation itself.
Practical Implications for Church Leaders
The declining church attendance in Australia over the past decade, particularly in a number of Mainstream churches (NCLS, 2001) , makes this study potentially important for church leaders in Australia. By examining the extent to which market orientation affect people's motives and willingness to participate in church services, church leaders can further attract attendees and retain their members by performing well in the particular dimensions of market orientation. Church leaders could also benefit by observing how people with different motives, beliefs, and valued outcomes perceive the church performance in the different dimensions of market orientation.
